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Glossary 
Life world: The world immediately experienced in the subjectivity of everyday life. Includes 
individual, social, perceptual and practical experiences 
 
NGO: Non-governmental organization 
 
Recipients: The people we have interviewed 
 
Target group: The people whom the posters are aimed at. Others might use the word 
‘audience’. 
 
Text: All elements, which can be read (e.g. actual written text, images, photographs, etc.) 
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Abstract 
This project entails a study, which investigates a target group’s reception of two social change 
campaigns, on the subject of child exploitation. For this we decided to include the NGO 
ECPAT as the sender of both campaigns, and the company The Body Shop as a collaborator 
in one of the campaigns. The study is based on an epistemological analysis of two posters, 
representing two different ways of donating. With the point of departure being in semi-
structured qualitative interviews of a selected target group, we apply theory by Kim C. 
Schrøder in order to decode the reception. The findings showed that a compromise of the two 
approaches would have been beneficial to the NGO in the aspiration to raise funds.   
Resumé 
Dette projekt indeholder en undersøgelse af en målgruppes opfattelse af to 
samfundsudviklende kampagner, med fokus på misbrug af børn. Som afsender af disse 
kampagner har vi valgt at inddrage NGO’en ECPAT, samt The Body Shop som 
samarbejdspartner på den ene af kampagnerne. Undersøgelsen er baseret på en epistemologisk 
analyse af to plakater, der hver især repræsenterer en tilgang til donation. Med afsæt i semi-
konstruerede kvalitative interviews af en udvalgt målgruppe anvender vi teori af Kim C. 
Schrøder til at udarbejde en receptionsanalyse. Resultaterne viste at et kompromis mellem de 
to tilgange ville være gavnligt i målet mod at opnå donationer.  
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Introduction 
This project entails a comparative analysis of two different campaigns, which are both 
designed to persuade the target group into making donations. The sender of both campaigns is 
ECPAT which is an NGO that works to end child prostitution, child pornography and child 
trafficking. 
By comparing the two campaigns we intend to conduct qualitative interviews with a few 
representatives from our target group. Thereafter our analysis will shed light on certain 
problems in both of the chosen donation strategies. 
In one of the campaigns we have chosen to include The Body Shop in collaboration with 
ECPAT as they have previously worked together. 
 
By creating these different campaigns with the same cause and thereafter testing them on our 
target group, we should be able to conclude, via our comparative analysis, how the reception 
of the two campaigns differs. 
Motivation 
The main motivation for this project was to find out which donation strategy would be ideal n 
a social change campaign for the NGO ECPAT. We feel that it is quite popular in today’s 
society to be socially aware and in some way or another acting morally responsible.  
ECPAT is a worldwide organisation, which focuses on protecting children from sexual 
exploitation. However, ECPAT has little support on social medias, such as Facebook, despite 
the fact that being socially aware is popular. As we feel that ECPAT's cause is very important 
and that no child should be exploited in any society, we had difficulty understanding why 
more people were not supportive of ECPAT.  
As such, we became interested in creating awareness of ECPAT in order to increase donations 
and in discovering the best approach to do so. 
How do we get people motivated to support ECPAT? What is the best strategy to increase 
donations for ECPAT? 
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Problem field 
For NGOs, such as ECPAT, who are dependant on donations to function it is crucial to 
successfully reach their target groups in order to attain said donations. As such it is essential 
when planning a campaign that there is an understanding of the fact that the target group’s 
perception of the campaigns might differ from person to person, since this may affect the 
willingness to donate.  
 
These speculations led to the following problem statement: 
How does a target group’s reception differ when presented with two different social change 
campaigns? And how does this affect their willingness to donate? 
Who is ECPAT? 
ECPAT is an NGO that works to end sexual exploitation of children (Webpage: ECPAT - 
Home).  
The three main methods of exploitation, which ECPAT is working against, are child 
prostitution, child pornography and child trafficking. The five letters in the name of the 
organisation stands for End Child Prostitution and Trafficking, which is also their slogan. The 
organisation was founded in the 1990s and consists of 80 smaller member associations in 74 
different countries. ECPAT’s website states that 20 % of the victims of sexual exploitation are 
children, which the organisation wish to create a broader awareness of (Webpage: ECPAT - 
What we do).  
What is The Body Shop? 
The Body Shop is a cosmetics company, founded in 1976. The company has since become a 
franchise, selling beauty products worldwide. Anita Roddick founded the company on the 
principles of being morally responsible and respecting the environment. The company has led 
many campaigns encouraging social change, both environmentally but also with a focus on 
human rights. In 2006 the company was bought by L’Oréal, but is run separately from the 
L’Oréal-group (Webpage: The Body Shop - About Us). The Body Shop has previously 
worked with ECPAT in their “Soft hands, kind hearts” campaign, featuring a line of hand 
moisturiser, as a means to create awareness of ECPAT’s cause (Webpage: The Body Shop - 
Soft Hands Kind Hearts).  
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Target group selection 
We have chosen a female target group seeing as one of the campaigns features beauty 
products from The Body Shop. Furthermore, we have chosen to use an age group of 20-30, as 
we assume that women in this age group are more socially aware than those of a different age 
group. 
 
In the screening process we considered the abovementioned requirements, as well as making 
sure that the women had donated to charities previously. The latter we did in order to 
establish whether they would be open towards donations in general, as this is a main theme in 
our posters.  
 
We have chosen not to consider whether or not the target group are customers of The Body 
Shop, seeing as the brand is not the focus of the analysis. Furthermore, we have chosen not to 
limit the target group to education or location, as we do not deem these factors as relevant for 
our main focus seeing as the campaign should appeal to a broad group of recipients.  
Campaign overview 
In order to make a reliable comparative analysis, we needed guidelines that both campaigns 
would follow. Hence, the purpose of both campaigns is to change the social behaviour of the 
target group, in order to raise funds for ECPAT. 
 
In order to easily separate the two campaigns from each other, the ‘donate via SMS’ 
campaign will be referred to as ‘the SMS campaign’ and the campaign with the collaboration 
between ECPAT and The Body Shop will be referred to as ‘the proceeds campaign’.  
The SMS campaign 
The SMS campaign is based on a provoking photograph, and the strategy is to donate via 
SMS (Appendix A).  
This campaign, with ECPAT as the only sender, was created during our Print/Media 
workshop within the communication course. The main idea behind this campaign was to 
create awareness towards the issue of child exploitation. After evaluating the feedback 
received, the main problem was the lack of ‘call-to-action’. The ‘END’ sign at the top of the 
poster was certainly powerful, especially next to ‘child prostitution, child pornography and 
trafficking of children’. However, it was not enough to involve the recipients against child 
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exploitation. In order to more efficiently facilitate a change of social behaviour campaign, the 
recipients needed more precise guidelines, which led to the idea of a ‘donate via SMS’ 
campaign. By texting ‘END50’ the recipients have the possibility to donate 50 DKK to 
ECPAT (Ibid).  
The proceeds campaign 
The proceeds campaign focuses on the creation of a sunscreen product line by The Body 
Shop, where all the proceeds go to ECPAT (Appendix B).  In order to create a contrast 
between the SMS campaign and the proceeds campaign, the strategy had to be different in 
order to facilitate our comparative analysis. Since there are many charities but only few ways 
to attain donations via a campaign poster, we chose to involve a third party in our approach to 
create a donation alternative. Since ECPAT has worked with The Body Shop before, it was an 
obvious choice. Furthermore, The Body Shop is known for being socially responsible which 
further strengthens the decision for this collaboration. 
It is from the former collaboration with The Body Shop that the proceeds campaign has its 
inspiration. In order to maintain the connection to the beach theme of the SMS campaign, and 
create the association of protection, the idea of the product line being sun protection emerged. 
 
Since it is a seasonal product we chose to do a limited edition product line. Additionally the 
intention was to emphasise the necessity of acting now, both in order to get your hands on the 
exclusive products but also because the exploited children need help immediately.  
Design overview 
As the visual representations of both campaigns are posters, they do not include too much 
written information. The posters will however navigate the target group on how they can 
support the cause here and now. In addition the posters of both campaigns show the logo of 
ECPAT in order to identify the common sender of the message.  
The SMS campaign 
Since photographs are more powerful than words, the real inspiration behind this poster was 
the shocking photograph. The photograph is an ideal way to illustrate the issues, which 
ECPAT is attempting to bring to light. Undoubtedly, two old men hand in hand with dark 
skinned young boys walking on the beach in Kenya look politically incorrect. The photograph 
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leads us to an uncomfortable place, where we are confronted with an actual problem in a very 
direct manner.  
In this context, the observer is forced to recognise the problem and consequently choose 
whether or not to act. Playing with the feelings of guilt and fear creates the perfect platform 
for an imperative headline, such as the one featured on the poster (Appendix A).  
The choice of using the colour red to surround the word ‘END’ was intentional. The colour 
red is an emotionally intense colour with a high visibility and is often associated with danger. 
This is why it is used for stop signs and lights (Webpage: Color wheel – Color meaning). On 
this basis, it seemed appropriate to use this colour in the poster, as the word ‘END’ can 
hereby be seen as a warning of danger advocating for the recipients to stop child exploitation. 
The colour red also “[...] brings texts and images to the foreground [...]” (Ibid), and can thus 
be used to stimulate the recipients into making quick decisions – e.g. ‘Text END50 to 3272’.  
 
Consequently this approach is based on a powerful headline, a photograph that speaks for 
itself and a colour coding that will maximize the reception of the message. Together, all these 
components have the potential to show the recipients that they have the power to end child 
exploitation, simply by sending money via SMS.  
 
The proceeds campaign 
In order to establish coherency, we chose to follow the tropical theme as a continuation of the 
SMS poster. To illustrate the sky and sand we used a mild blue colour fading into a mild 
orange. When promoting a product, such as a sunscreen, blue emphasises cleanliness and 
freshness while orange brings warmth and a sunny feel. When combined they create a vibrant 
design, perfect for catching attention in a crowded space (Webpage: Color wheel – Color 
meaning). These two colours were blended into each other, in order to create a fluent and 
aesthetic background.  
 
The headline of the poster, “Protect yourself, protect a child” (Appendix B), refers to the 
donation strategy. When you buy the product line, and thus protect yourself, you also help 
protect a child, since all the proceeds go to ECPAT. We chose to use a larger font on the 
words ‘Protect’ and ‘child’, because these were the central elements in the slogan. The other 
text was written in a smaller italic font in order to mediate the attention to the before 
mentioned central elements. Furthermore the text is yellow, which represents warmth and joy, 
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and works well in catching attention. Additionally, yellow was used in the limited edition 
banner in order to emphasize the exclusiveness of the product line. However, yellow should 
be used sparsely or it will overpower the rest of the design and signal less attractive qualities 
(Webpage: Color wheel – Color meaning).   
 
This strategy is based on a themed product line and colourful elements. The design 
composition has the power to demonstrate to the recipient that they can buy an everyday 
product from an exclusive product line for their own benefit, and still be helping a child in 
need. The colours applied are used to create a warmer and softer approach to the proceeds 
poster, than that used in the SMS poster.  
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Methodology 
The method of interviewing 
Since the scope of our study is to investigate how a target group’s reception differ when 
presented with two different social change campaigns we have chosen to apply the method of 
semi-structured qualitative interviews. This method allows us to ask the questions we 
formulate during the interaction in the interviews, leaving room for a more in-depth analysis.  
With the aforementioned scope, qualitative interviews are more beneficial, seeing as 
quantitative interviews would only provide us with statistical information. Instead qualitative 
interviews can provide us with more personal details about the individual receiver and thereby 
more direct results about our campaigns. 
 
As professor of pedagogical psychology Steinar Kvale and professor of common psychology 
and qualitative methods Svend Brinkmann writes: “Conversation is a basic mode of human 
interaction” (Kvale & Brinkmann 2009:xvii) as we interact, pose and answer questions to 
learn about each other’s life worlds. This is what we aim to do with our interviews; learn 
about the life worlds of our recipients by asking them questions regarding their perception of 
our campaigns (Appendix C). We included personal questions in the hope of being able to 
understand whether or not there are certain reasons for the way our recipients’ perceive our 
campaigns. This has been included as we are aware of the fact that the results from the 
interviews can differ on the basis of the recipients’ different life worlds. This ability to link 
the recipients’ life worlds to their reception of, in our case, two different social change 
campaigns is exactly what Kvale & Brinkmann points to, when they write:  
 
“The qualitative research interview attempts to understand the world 
from the subjects’ point of view, to unfold the meaning of their 
experiences, to uncover their lived world prior to scientific 
explanations” (Kvale & Brinkmann 2009:1).  
 
When preparing and performing interviews the ethical issues of interviewing is an important 
factor which one needs to reflect upon throughout the whole process. As a rule of thumb, 
these ethical issues are traditionally divided into four main fields: informed consent, 
confidentiality, consequences and the role of the researcher (Ibid:68). When performing the 
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interviews it is important for our results that the interviewer does not know the recipient as 
this might affect the results.  
Furthermore, the knowledge produced by interview research depends on the social relation 
between the participants. The interviewer needs to be able to create a stage where the 
recipient can feel safe to talk about private matters, which are being recorded for later public 
use (Ibid:16). 
 
As a methodological de-selection we chose not to transcribe our interviews. This choice was 
made both in consideration of the time consumption of transcribing, but also in consideration 
of the significance of social interaction (Ibid:193). Furthermore, choosing not to transcribe 
was done in hopes of being able to ensure the reliability of our study without having to break 
our confidentiality with our recipients. By using the video-files, the study can be replicated 
down to the very last ‘tone-of-voice’ detail, without us having to “expose” our recipients and 
thereby go against our agreement with them.  
 
In continuation of the significance of the interplay in the interview situation, is the fact that 
the recipients statements are not collected, but co-authored by the interviewer: 
 
“The interview is an inter-subjective enterprise of two persons talking 
about common themes of interest. The interviewer does not merely 
collect statements like gathering small stones on a beach. His or her 
questions lead up to what aspects of a topic the subject [recipient] 
will address, and the interviewer’s active listening and following up 
on the answers co-determines the course of the conversation” 
(Ibid:192ff).  
 
If the original interplay from the interview situation is forgotten, the role of the interviewer as 
co-producer and -author will mistakenly be overlooked which may freeze the interview into a 
finished entity. One should instead perceive the analysis as a continuation of the conversation, 
which commenced in the interview situation and try to “[…] unfold its horizon of possible 
meanings” (Ibid:193).  
With that in mind it is important to underline that we have deliberately chosen not to have our 
interviews completely fixed by knowing exactly what to say or how to act. We outlined some 
questions for the recipients beforehand so we would have a manuscript to work from. 
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However, we kept in mind that new questions might arise while discussing the other questions 
with the recipients.  
Juel’s communicative functions as method 
In the ‘Design Overview’ section of this study we have elucidated our choices and reflections 
regarding the design of the two campaign posters. This has been done on the basis of our 
many discussions of how to best express our purpose to the target group, and our own 
perceptions of how to visually get the message through. 
We have therefore applied Henrik Juel’s theory of analysis as theoretical backing. This has 
also been applied in order to show that we are aware of some strong points, and also some 
weaknesses, that may be found in both campaigns. Furthermore it is used to illustrate that any 
doubts the recipients may have when looking at the campaigns have been taken into account 
with the help of the six communicative functions (See ‘Communicative Functions’).  
Theory 
Communicative Functions 
Based on the classic theory of literary theorist Roman Jakobsen and his six basic linguistic 
functions, communications professor Henrik Juel has made “[...]a forceful and yet simple tool 
for analyzing complex communicative functions[…]” (Juel 2013:377), that exists in today’s 
media such as TV, web-sites, media text and other social media. 
At first Jakobsen’s model was a communication model which presents a study “[...]of the 
constitutive factors in any speech event, in any act of verbal communication” (Jakobsen in 
Juel 2013:378). This model is a traditional model addressing the communication process from 
the outside. The model features elements as the addresser, context/message, contact/code and 
the addressee (Appendix E).  
In the development of Jakobsen’s first model to his second model the focus on the 
communication processes has shifted to the message from within. “[...] each of the 
constitutive factors of communication can actually be reflected in the given message [...]” 
(Juel 2013:378)  which makes it more of an analytical model focusing on specific statements - 
in other words a content analysis model.  
Juel points out that it is the second model which allows us to analyse pictures, film, TV, 
social media and other modern media (Ibid:378). The second model holds six different types 
of functions; the referential function, the emotive function, the conative function, the phatic 
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function, the meta-communicative (a term that Henrik has chosen to change from 
metalingual), and the poetic function (Ibid:378ff). 
The referential function is descriptive or informative about something; the text is talking 
about something or pointing at something in the world (Ibid:382). As for the emotive function 
what is being expressed in the media product is essential (Ibid:383).  The conative function 
handles the imperative aspect of the text. This function is in play whenever the text is trying 
to influence the recipients and persuade them to do something (Ibid:386). The phatic function 
is where the text is trying to establish and keep a relation or social contact between the sender 
and receiver (Ibid:387). The meta-communicative function is when the text might be 
explaining or commenting on the communication (Ibid:388). The poetic function displays 
aesthetics such as design and craftsmanship by making the text lively (Ibid:389). 
In correlation to our project there are parts of Juel’s adaption of Jakobsen’s second model 
which are relevant in regards to interpreting our type of campaign (See ‘Discussion of 
Method and Theory’). 
Reception theory 
The focus of this project is the analysis of the reception from the target group, for which we 
have chosen to apply the multi-dimensional model, developed by communications professor 
Kim C. Schrøder.  
The chosen model was developed by Schrøder, who sees the reception from the recipients as 
happening almost simultaneously, only separated through the analytical application of the 
model (Schrøder 2000:242).  
The model can be broken into two parts; the ‘interior reading process’, as Schrøder describes 
it, and the ‘implications’. The ‘reading process’ is concerned with analysing the meanings 
derived by the recipients. These are then related to the ‘situational context’, through the lenses 
of motivation, comprehension, discrimination and position (Ibid:243).  
The motivation is focused on the connection between the recipient and the text, and how the 
link motivates or de-motivates the recipient to decode the message of the text. This can be 
through tools such as ‘reminiscence’, ‘identification’, ‘community’ etc., to invoke a certain 
connection to the text (Ibid:244). Comprehension is concerned with the semiotic reception of 
communication and is more concerned with either the decoding from recipients or intended 
meaning of the campaign. In this way, we can see that reception is predominantly polysemic 
and therefore comprehension varies dependent on target group (Ibid:245).  
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Discrimination mainly deals with the perception of the text as being either a true 
representation or perceived as constructed. This will be important in our own analysis, as our 
text is concerned with behavioural change (Ibid:247). Position seeks to shed light on pre-
existing attitudes towards a specific issue featured in the text, be it from a political or social 
standpoint. The position of the recipients may influence their decoding of the text, both 
positively and negatively, and must therefore be taken into account when analysing reception 
(Ibid:249).  
 
The implications in the model consist of evaluation and implementation, which deals with a 
more objective reading of the reception, than the former more subjective readings. Evaluation 
deals with the more political aspect of the text, and how the reception of the text fits in the 
social climate. Here it is important to evaluate whether the text is more hegemonic or 
oppositional itself (Ibid:250). 
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Juel Analysis 
In this part of the project we will be looking at our own campaign posters through Henrik 
Juel’s interpretation of Roman Jakobsen’s six communicative functions. We have chosen 
Juel’s approach seeing as his adaption is more recent and therefore more relevant to our 
project.   
The reason as to why we conduct a short analysis of our own posters is to see how our own 
perception of the posters live up to our hypothesis, when looked at through the six 
communicative functions (See ‘Discussion of Method and Theory’). 
 
The SMS campaign 
We will begin our analysis with the SMS campaign, which was the original poster.  
The poster features a photograph of two adult men walking hand in hand with two young 
African boys on a beach. The top of the poster features the ‘END’ sign in bold letters within a 
red box. The text alongside it reads: Child Prostitution, Child Pornography, and Trafficking of 
Children. At the bottom of the page there is the ECPAT logo and information on how to 
donate via text (Appendix A).  
This poster is referential in the sense that the aim is to not only get donations to this specific 
organisation but also for people to seek information about ECPAT. The factors that make it 
referential are the logo, the situation depicted in the photograph and the slogan. The logo and 
the slogan are referential in the sense that they refer to the organisation and as such determine 
the theme of the poster as being against child exploitation (See ‘Communicative functions’). 
These two factors can also be viewed as meta-communicative seeing as they are referring to 
the organisation itself (Ibid). The photograph chosen for the first poster also affects the 
emotive function since the photograph is very graphic and disturbing (Ibid). It is disturbing in 
the sense that it is a photograph of two white older men walking with two young African boys 
towards a more remote section of the beach. This gives the viewer the feeling that these two 
boys are not the sons of the men; one could imagine that if these people were fathers and sons 
the relation between them would shine through in the photograph. The two men look like 
typical tourists with sunburns whereas the boys look like natives.  
The conative function is present in the sense that the sender is asking for donations, via the 
SMS donation text, and is thus trying to influence the target group (Ibid). It is a very direct 
message, assisted by the disturbing photograph which forces a specific perception of the 
situation on to the target group, in order to achieve donations. The donation text could also be 
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viewed from the poetic function, where the line “[…] and help end child exploitation.” can be 
seen as poetic in the sense that it calls attention to the constructed part of the poster; the plea 
for funds. Here the poetic function is active in the attempt to persuade the target group, by 
telling them that they can make a difference, even if it is by “only” donating 50 DKK (Ibid).  
 
The proceeds campaign 
The proceeds poster is created in cooperation with The Body Shop. This poster features a 
product line in the middle of the poster, which makes this the main focus. On the photograph 
of the product line is a banner, which states that the products are a limited edition. The top of 
the poster features the slogan: “Protect yourself, Protect a child”. Underneath the photograph 
of the product line, the poster states: “Buy today and help stop child exploitation. 100% of 
proceeds go to ECPAT”. The bottom of the poster features the logos of The Body Shop and 
ECPAT. The background of the poster is orange at the bottom and blue at the top. The two 
colours fade towards the middle to emulate a beach scene (Appendix B).  
This campaign aims towards making people aware of ECPAT’s existence and that the 
organisation is in need of funds. By buying a product you support ECPAT.  
In this poster the main communicative function is the conative function, seeing as the poster 
features more than one imperative sentence (See ‘Communicative functions’). The sentences 
"Protect a child" and "Buy today [...]" (Appendix B) are both imperative through their call-to-
action function; support ECPAT today. This function is further emphasised by the fact that 
the product line is a limited edition, as this urges the recipient to act now; Act now to get your 
limited edition product and in order to end child exploitation. 
Another communicative function at play is the poetic function, as the poster is trying to get 
the recipients’ attention by using text in a more creative and fun way through a specific font 
and choice of colours (Ibid). As stated previously, the colours used for the background is 
reminiscent of a beach. This along with the nature of the product line adds a visually aesthetic 
notion of vacation in tropical destinations. Here the slogan; “Protect yourself, protect a 
child” (Appendix B), is also poetic, playing on the protective aspect of the sunscreen and the 
act of preventing child exploitation through donations.  
The referential function is also presented in this campaign poster, as the two logos, 
respectively ECPAT and The Body Shop (See ‘Communicative functions’). They refer to the 
collaboration between the two parties and their combined effort in working towards stopping 
child exploitation.  
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The emotive function in this poster can be described as relaxed and light-hearted through the 
aesthetic qualities of the mild colours (Ibid). The poster itself seems to be promoting a feeling 
of balance, where the target group is able to do something deemed socially responsible whilst 
also being rewarded with the product.  
 
Conclusively, the two posters represent two different approaches of promoting the same 
cause. The SMS campaign focuses on engaging the recipients emotionally, whereas the 
proceeds campaign in an aesthetical manner appeals to the recipients’ urge to buy.  
Reception analysis   
Introduction 
Prior to starting the actual interview regarding the two campaigns, we asked for the 
recipients’ permission to use the interviews in our project, just as we asked them their 
permission to quote them by name. All the recipients accepted the use of their interviews in 
the project and all but one gave permission to quote them by name.  
 
The analyses of the recipient interviews will be based on Kim C. Schrøder’s theory about a 
multidimensional model of reception (See ‘Reception Theory’). The reception analysis is 
divided into four sections based on the fact that there are four interviews. Each analysis is 
furthermore separated in two on the basis of the two campaign posters. This subdivision is 
based on an aspiration to conduct a more thorough analysis. After having analysed the 
interviews according to the four reading dimensions (motivation, comprehension, 
discrimination and position) we will conduct a joint analysis of the overall implications, 
consistent with Schrøder’s element of evaluation.  
Another element of implication is implementation. However this element will not form a part 
in the analysis, as the model is heuristic and flexible, why it can be modified to accommodate 
the empirical data on which it is used (Schrøder 2000:254). 
 
Prior to conducting the interviews, the recipients neither had knowledge of the campaigns nor 
the nature of the project.  
In the interviews the recipients were presented with the two posters at the same time, looking 
at them for approximately five-ten seconds and then having them taken away. After a few 
basic questions the posters were shown to them again one by one, accompanied by more in-
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depth questions. The fact that we conducted semi-structured interviews allowed us to ask 
questions as they arose along the way. 
 
One important reservation the interviews hold is the fact that none of the recipients are native 
English speakers. Even though we have not actively considered this when conducting our 
analysis, it is important to bear in mind, as this could affect the recipients’ choice of words. 
Furthermore, we originally conducted five interviews, but unfortunately we experienced a 
technical error, which is why the fourth interview was not saved. Therefore our analysis 
consists of the four interviews, which were saved. Yet we kept the numbers of the interviews, 
so in the following you will be presented with recipient 1, 2, 3 and 5. 
 
Recipient #1 - Sara Christiansen 
Age: 26 
Status: Relationship 
Children: None (but 2 cats) 
Lives in: Østerbro, Copenhagen 
Education: Student, 4th semester 
Occupation: Student job 
Duration of interview: 13.08 minutes 
 
The SMS campaign 
When presented with both of the posters at the beginning of the interview, the recipient 
identified the situation in the photograph of the SMS campaign and quickly caught onto the 
fact, that one of the issues of the poster was “[…] human trafficking […]” (Audio: Sara - 
03.00). Later in the interview, when the recipient was allowed to look at the poster while 
answering the interviewer’s questions, she immediately noticed the ‘END’-sign at the top of 
the poster. The recipient calls the sign ”[…] very significant […]” and states that it is the 
sign, that enticed her to read the rest of the poster, as she wanted to find out exactly what 
needed to end (Ibid:04.40) and possibly how to end it. Thus, the motivational element for this 
recipient was, at first hand, the disturbing photograph of a situation where the men and 
children are not related in a natural, innocent manner (See ‘Juel Analysis’). In addition, when 
granted more time to read the poster, the choice of using ECPAT’s ‘END’-sign got the 
recipient further motivated to decode the poster. The ‘END’-sign filled its purpose of being 
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highly visible, bringing text to the foreground (See ‘Design Overview’) and functioning as an 
eye-catcher.  
 
When asked which poster the recipient prefers the answer was, that the poster of the proceeds 
campaign was more aesthetic. However the SMS campaign “[…] hits close to home […]” as 
it appeals to the recipients emotions (Audio: Sara -10.53). In addition to this the recipient’s 
attention is caught best by the SMS campaign poster due to its true representation and clear 
view of the cause (Ibid:10.10).  
When asked, the recipient said that she found the photograph provoking and disgusting and 
that it makes her think of paedophiles, sadness and abuse (Ibid:03.36). All together this 
emphasises the emotive communicative function of this campaign poster (See ‘Juel 
Analysis’). One could argue that in this case the emotive function uses guilt as a means to an 
end. As the recipient says stopping child exploitation is a good cause and you feel bad for the 
children as “nobody should be subject to prostitution and pornography unless they want to 
themselves, but children don’t accept it [i.e. children cannot say yes or no in such matter]” 
(Audio: Sara - 05.08). As an adult you have a responsibility to protect children - your own, 
others and even the children you do not know or have ever met. So when you are confronted 
with a true representation of the cause and immediately given a way to help (i.e. in this case 
by donating via SMS), how can you not help?  
The proceeds campaign 
When asked what stood out to the recipient the most, she answered the colours blue and 
yellow (Audio: Sara – 02.37). However, not much else during the interview revealed the 
recipient’s motivation for decoding the message of this campaign poster. The recipient reveals 
later in the interview, that she believes this kind of ‘donate via proceeds’ campaign strategy to 
be ridiculous (Ibid:07.53), which thereby could be a demotivating factor for the recipient’s 
decoding of the message.   
The recipient instantly recognised the product line to be sun lotion (Ibid:03.03), but did not 
seem to be aware that the poster was a ‘donate via proceeds’ poster until it was shown to her 
again. Nor did the recipient notice any logos (Ibid:02.46). However, the second time around 
the recipient instantly recognised the ECPAT logo (Ibid:06.39) after having been informed 
about the organisation previously. The recipient was now familiar with the collaboration 
between The Body Shop and ECPAT, but felt indifferent about the collaboration (Ibid:08.20). 
However the recipient did identify the red thread: “[…] I can see the relation between The 
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Body Shop’s products which you use on your body and the children trafficking… I mean it’s 
their bodies”(Ibid:09.00). Ergo, the recipient needed a little more time to decode the actual 
message of this campaign poster.  
The need of more time to decode the message could partly be because the poster is aesthetic 
with no true representation of the cause. The recipient discriminates against the poster as 
having not enough focus on the actual and very serious cause (Ibid:09.38). Furthermore the 
recipient does not feel convinced or persuaded by the slogan: “Protect yourself, protect a 
child” (Appendix B), as she knows how to protect herself, “[…] but they [children] can’t 
really fend for themselves” (Audio: Sara – 09.55). Ergo, the recipient wished that the main 
focus would be on helping the children instead of the main focus being on protecting yourself 
and only the secondary focus on protecting the children.  
This wish for the cause to be the main focus was a general issue throughout the interview 
regarding this particular campaign poster. The recipient is generally not fond of the proceeds 
campaign strategy and would rather donate directly to the organisation itself (Ibid:07.15). 
However, if the recipient was to consider buying the product, the price plays a part in how 
inclined she would be to buying it. Also, she states that she would only consider buying the 
products, if she needed sun lotion anyway (Ibid:12.00). It could be argued that the recipient’s 
reluctance to donating via proceeds has to do with the fact that she is a student and therefore, 
presumably, has a restricted budget.  
As stated earlier, the recipient believes that this form of donating is ridiculous. One could 
argue that the reason as to why she feels that it is ridiculous lies in the fact that she herself 
does not need to be ‘rewarded’ with a product in order to make a donation. As the recipient 
says repeatedly, she would rather donate directly to the organisation, than to buy sun lotion 
“[...]and then they would donate SOME of the money” (Ibid:07.16). Ergo, the recipient would 
rather donate directly so that the organisation receives all of her donation instead of ‘only’ the 
proceeds from a product. 
 
On a different note, the recipient explains that she normally does not buy products from The 
Body Shop, but only products from Clinique, as her skin is very sensitive. It is therefore 
worth noting that the recipient in general is willing to spend some money on her skin care. 
 
Interim conclusion 
To sum up, this recipient had a positive attitude towards the SMS campaign, as she feels the 
campaign poster is a true representation of the importance of the cause. She is motivated by 
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the disgusting photograph, which immediately makes her think of paedophiles, abuse and 
sadness.  
However, even though the recipient is generally not inclined to donate via SMS, she quickly 
recognised the red thread between ECPAT/protecting children and The Body Shop/protecting 
yourself in the proceeds campaign. Lastly, the recipient feels that the proceeds campaign 
poster is too aesthetic to depict such serious matter. 
 
Recipient #2 - Anya Volkova  
Age: 20 
Status: Relationship 
Children: None 
Lives in: Nørrebro, Copenhagen 
Education: Student, 4th semester. 
Occupation: Waitress 
Duration of interview: 10:47 
 
In the analysis of this interview it should be noted that the recipient at the beginning of the 
interview stated that she was tired, which could affect her way of answering the questions. 
The SMS-campaign  
The first element the recipient noticed in the poster was the colour red from the ‘END’ sign. 
However, the recipient needed time to understand what was going on in the photograph 
(Audio: Anya - 08.50). The following statement strengthens this: “I mean it’s only if I was 
sitting next to it in a bus I would actually look at it and read the message […]” (Ibid:08.42). 
This indicated that she was demotivated to decode the poster as there was a lot for her to 
consider in the process.  
Having seen the poster the second time, the recipient noticed the logos, but had never heard of 
ECPAT before. Additionally, the recipient recognised the situation in the photograph, which 
affected her comprehension of the message (Ibid:07.11). This indicates that the photograph is 
the dominant factor in her decoding of the message, as she does not know the sender.  
When asked which campaign she prefers the recipient answered the SMS-campaign, as she 
felt that this poster illustrated the problem well through the photograph. The recipient also 
noted the bad quality of the photograph, which may have enforced a perception of the poster 
as a true representation of the cause.  
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The recipient admits that she would never use an SMS to make a donation as: “[…] I’m not 
that generous”(Ibid:07.58). She also expresses a feeling of having her money “taken away 
from her” when donating via SMS (Ibid:07.53). In combination, this creates a strong 
opposition to this form of donation, as she does not find any value in it. Thus her feeling of 
“losing” her money and not getting anything in return prevents her from wanting to donate.   
The proceeds campaign 
The first thing that catches the recipient’s attention on the proceeds poster is the bright 
colours; light blue and yellow (Audio: Anya - 08.35). As stated in the design overview, these 
were meant as an eye catcher, and thus the colours work as intended.  
Having seen the poster again, the recipient recognises The Body Shop logo and the limited 
edition banner (Ibid:03.52), which she had not noticed initially. She also noticed the ECPAT 
logo but is, as stated in the previous section, unfamiliar with the organisation.  
After being informed of the organisation, the recipient comprehends the meaning of the 
slogan “Protect yourself, protect a child”, but is still hesitant towards the poster (Ibid:05.58). 
The recipient seems to finds the slogan constructed as she: “[...] would perhaps even roll 
[her] eyes at the phrase […]” (Ibid:10.20). When asked about the collaboration between 
ECPAT and The Body Shop, the recipient comments on the slogan further; “ [...] I wish they 
didn’t really combine… umm.. combine protecting a child from sexual abuse with buying a 
sunscreen [...]” (Ibid:05.46). This clearly shows a strong dissatisfaction with the connection 
between the product and the cause. Additionally, the recipient feels that the slogan could have 
framed the product line differently by explaining that “[...]by buying this you contribute to 
this[...]”(Ibid:05:59). This emphasises the recipient’s negative attitude towards the slogan 
and it’s perceived lack of information. However, the recipient prefers to donate through 
proceeds, as she finds it a more subtle way of donating and would be understanding towards 
an increase in the price (Ibid:07.27). Moreover, the recipient does not feel compelled to buy 
the donation product over a cheaper, non-donation product (Ibid:09:20). This may be due to 
the aforementioned lack of motivation and understanding of the collaboration.  
Interim conclusion 
In conclusion, the recipient finds the SMS campaign to be a true representation of the cause. 
In contrast, she finds the proceeds campaign to be constructed and has difficulty 
understanding the connection between the cause and the product.  
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Yet the recipient prefers the method of donating via proceeds, which indicates that the 
hesitation towards the proceeds campaign is reserved for the choice of collaborator and 
product line.  
 
Recipient #3 - Iben Tvilsted 
Age: 21  
Status: Single 
Children: None 
Lives in: Ejby, Lille Skensved 
Education: Student, 2nd semester  
Occupation: None   
Duration of interview: 11:21 minutes.  
 
SMS-campaign 
When the recipient was presented with this poster she had trouble decoding the message. She 
saw the photograph, which dominates the poster, but as she neither recognised the ECPAT 
logo nor knew what ECPAT is, she did not comprehend what the campaign was supposed to 
advocate. Even though she did not have full comprehension of the theme of the poster she 
immediately got the impression of the campaign as being “[…] a serious subject” (Audio: 
Iben - 02.43). This seriousness was the main motivator for her to keep looking at the poster to 
attain an understanding of the message. Only later in the interview, when explained what 
ECPAT is, did the recipient comprehend the message and was able to express her attitude 
towards the poster. In her opinion it was easy to identify the situation in the poster, but she 
needed to look more intensely at it to understand the text and the meaning of the campaign. 
When she had looked at the poster for a longer time the ‘END’ sign on the top of the poster 
stood out to her, “[…] but I’m not quite sure what it means […]” (Ibid:05.00).  
This indicates that the colour red fulfils its purpose of functioning as an eye catcher, although 
the meaning of it does not shine through.   
 
At one point during the interview the recipient mentioned that: “I don’t like to just donate my 
money because I have heard so much bad things about it […]” (Ibid:07.04). As she also says, 
this is due to the fact that she over time has heard many negative things about organisations 
like ECPAT, and therefore has a hard time trusting that the donated money will end up at the 
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right place. (Ibid:07.16). The fact that she is biased towards organisations and donating 
money via sending an SMS could change her perception of the campaign and the way she 
decodes the poster during the interview.  
On the other hand, when the recipient was asked which poster she prefers she answered that 
she liked the SMS-poster better because of the photograph. Additionally, she emphasised that 
this poster forced her to be more focused because: “[…] it is just more serious […]” 
(Ibid:08.36) and caught her attention more. A few moments later she was asked if she would 
reconsider donating via an SMS as she stated that she preferred this one. The recipient 
underlined that even though she preferred the seriousness of this campaign, she was still not 
convinced that her money would go towards the organisation (Ibid:09.10). 
The proceeds campaign 
When presented with the campaigns, the colours of the proceeds campaign poster caught the 
recipient’s eye (Audio: Iben – 02.02). However, she felt confused towards the complete 
message and it can be argued that this confusion motivated her towards decoding what the 
different elements meant.  
Even though the recipient did not recognise any logos at first, the campaign did create some 
associations in her mind as to what she was looking at because of the products placed in the 
middle of the poster (Ibid:03.46) 
Yet the recipient needed a little more time to actually be able to comprehend the complete 
message and intention of the poster:“[…] you get the message the more you look at it, and the 
more it gets serious… yeah I think the message is better when you take a look of it and not 
just like for five seconds […]” (Ibid:5.34).  
 
Towards the end of the interview the recipient was asked how she felt about the collaboration 
between ECPAT and The Body Shop. To this she answered:  
“[…] I think it’s a smart way of like using the branch we have for example in Denmark to.. to 
get the message out to the people […]” (Ibid:06.13). 
Even though she thinks that the collaboration between The Body Shop and ECPAT is quite 
clever in terms of getting a message through, the recipient could also see the disadvantages of 
this poster. When asked which poster she preferred, as mentioned further up, she chose the 
SMS-campaign, as she thinks the proceeds poster lacks seriousness: “I know that it has a 
good message but still it’s just some beauty products […]” (Ibid:08.39). This she finds quite 
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shallow and therefore it neither catches her attention nor makes her reflect as much as the 
other poster does (Ibid:08.50).   
 
The recipient would much rather donate through proceeds because at least she would have the 
product herself, if the money she chose to donate did not end up in the right place (Ibid:9.20). 
Being concerned about where the money ends up does not keep her from donating via 
proceeds. By donating this way she ends up with a product that benefits her and she thereby 
does not worry about having wasted her money. 
Interim conclusion 
In conclusion, the recipient had a very positive attitude towards both of the campaigns. She 
found them both interesting and informing but felt that it took her a while to understand the 
concrete messages. The recipient found the SMS campaign most appropriate due to its 
seriousness. She liked this campaign better as she felt that the message came across more 
clearly than the message in the proceeds campaign. Even though she found the SMS 
campaign most effective she would never donate money to a cause via SMS, because she 
feels a lack of assurance as to where the money ends up. She found the proceeds campaign 
interesting because of its colours but she found the visual representation too superficial. Yet 
in the sense of donating she would rather buy the product depicted in the proceeds campaign.  
 
Recipient # 5 - Anonymous 
Age: 22 
Status: Single 
Children: None 
Lives in: Copenhagen 
Education: Student, 6th Semester 
Occupation: Student job 
Duration of interview: 08:55 minutes 
 
Some reservations should be considered in the analysis of this interview. Within the first few 
minutes of the interview knocking on the door to the room in which we were conducting the 
interview interrupted us. As such this may have affected the results and should therefore be 
considered throughout the analysis.  
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The SMS Campaign 
It has been difficult to interpret the motivation from the recipient, which may be due to the 
amount of posters with this theme she is presented with: “[…]ECPAT is a good cause, but 
when you live in Copenhagen you get like thousands of people coming by ‘donate for this 
donate for that’ […]”(Audio: Anonymous - 08.17). Consequently this sort of poster may 
demotivate her in general.  
When first presented with the posters the recipient stated that the SMS poster was easier to 
decode, due to the photograph used in the poster (Ibid:06.05). However, the recipient also 
stated that she needed more time to understand the entirety of the poster (Ibid:05.43). It 
should be noted that this was when we were interrupted, which limited the initial response.  
When asked which poster she preferred for this kind of campaign, the recipient chose the 
SMS poster: “Because I don’t see the connection between sun lotion and something so serious 
[…]” (Ibid:7.24). This would indicate that the recipient found the SMS poster to be the most 
effective of the two, for this particular cause, and as such found it to be a true representation 
of the cause. 
When asked if she knew the sender of the posters, ECPAT, beforehand, the recipient 
answered no (Ibid 03:38). This is of course a hindrance in promoting ECPAT and raising 
donations seeing as: “[…] it also depends on of course which cause it is for […]” 
(Ibid:08.11). Even though the cause itself is deemed to be a ‘good cause’ by the recipient 
(Ibid 08:15), she also stated that her willingness to donate is dependant on her low income as 
a student: “[…] I don’t have the money to help everybody, I’m only a student […]” 
(Ibid:08.27). Therefore it would be reasonable to assume that the awareness of ECPAT has a 
great impact on whether the campaign would be prioritized by the recipient or not.  
The proceeds campaign 
When asked which poster she preferred, the recipient chose this poster. She explained that this 
was due to recognising the sender, and that: “[…] it looks more happy in a way because of … 
colours and sunscreen and sunshine and yeah, good things […]” (Audio: Anonymous – 
07.00). As such, the motivation is based on identification of one of the senders and the 
reminiscence of happy times on the beach.  
The recipient needed more time to decode the actual meaning of the poster. Initially the 
recipient only identified the poster as selling a product, and not the social aspect of the 
product line (Ibid:02.50). 
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In our interview we asked the recipient of her opinion on the collaboration between The Body 
Shop and ECPAT. To this the recipient answered that she did not see the connection between 
The Body Shop and ECPAT, and that she had trouble understanding why these two were in 
business together: “[…] it’s kinda weird and also The Body Shop why are they.. well I guess 
they are for stopping that, but they don’t really have a relation to each other […]” 
(Ibid:03.15). Furthermore, the recipient also did not see the connection between the product 
and the cause (Ibid:04.10). According to her, there was little connection between the product 
and the seriousness of the topic (Ibid:07.17). However, she felt more inclined to buy the 
product rather than texting to donate: “[…] I would probably rather buy a product […] I get 
something myself even though I know it sounds selfish […]” (Ibid:06.30).  So even though the 
recipient does not understand the collaboration or the connection between the product and the 
social cause, she would still prefer this way of donating. This suggests that the recipient’s 
reservations do not sway her from buying the product. 
Interim conclusion: 
In conclusion, the recipient found the SMS campaign to be a true representation and found it 
to be the most effective in a campaign for ECPAT. However, she felt more inclined to donate 
through the proceeds campaign, despite her not understanding the collaboration between 
ECPAT and The Body Shop.  
Two other factors she considers when donating, is her income level as well as other causes 
promoted at the same time. This compared with the low awareness of ECPAT as an 
organisation, are worth considering for future campaigns.  
Overall the proceeds poster seemed to be the most understandable and the poster the recipient 
was most focused on.  
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Implications analysis 
In this section we will look at the implication element of the two posters, this being evaluation 
(See ‘Reception Theory’). 
The SMS campaign 
This poster can be considered hegemonic in the sense that it does not contradict the dominant 
mind-set in society, seeing as none of the recipients felt provoked by the cause nor opposed to 
it.  
Something all the recipients had in common was the perception of the SMS campaign poster 
as a true representation of the topic. Recipient #2 felt that the photograph aided in her 
perception of the topic, as it more clearly depicted the actual problem (Audio: Anya – 07.11). 
This was supported by recipient #1, who found herself thinking of paedophiles, sadness and 
abuse (Audio: Sara – 03.36), and #3 got a feeling that it was a very serious matter (Audio: 
Iben – 02.43). This indicates that the perception of the poster as being a true representation is 
the dominant.  
Recipient #1 perceived the ECPAT cause to be important as no child should be subject to 
exploitation (Audio: Sara - 05.08). However, recipient #5 feels that she sees campaigns 
everywhere and was therefore influenced by too many campaigns (Audio: Anonymous – 
08.17). This made it difficult for her to choose between the different campaigns, which she 
felt she needed to due to her financial restraints. She expressed that she knew that they were 
good causes, but she felt that she could not financially support all of them (Ibid:08.27). This 
indicates the overall perception of the cause used in the posters being viewed as politically 
sound and that it does not counter the general perception in society.  
 
One of the recipients had been negatively influenced in regards to donating via SMS, and felt 
unsure that the money would reach the people who needed it. This limited her to the extent 
that she would not even consider donating this way (Audio: Iben – 07.04). Recipient #2 was 
also less inclined to donate via SMS, though this was based on a feeling of her money being 
taken away from her (Audio: Anya – 07.53). On the other hand, recipient #1 would rather 
donate via SMS, as her donation, this way, goes directly to ECPAT (Audio: Sara – 07.15).  
One could argue that this reluctance is based on the perception that it would be more 
expensive for her to donate via proceeds because she might not need the product. Therefore 
she would rather donate directly to the organisation. Thus it seems that there is a mixed 
perception in regards to donating via SMS. Most of the recipients were less inclined to donate 
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via SMS, for different reasons, and only one was inclined to. As such it seems that the 
dominant position is negatively inclined towards donating via SMS, although there are some 
exceptions.  
The proceeds campaign  
Recipients #2, #3 and #5 would rather donate by buying the product than by sending an SMS. 
This way they would get something in return for their good deed. Recipient #2 specifically 
said that she would rather buy a product because it would be the more subtle way of donating 
and, as the other two recipients also feel, she would be ‘getting something out of it’ (Audio: 
Anya – 07.27). Recipient #5 recognises that it may be a little selfish of her to want to ‘get 
something out of it’, when it comes to donating, but would still prefer this way of donating 
(Audio: Anonymous – 06.30). This would indicate that the general preferred method of 
donating to a cause is through the proceeds of a product.  
Furthermore, three out of four recipients have a hard time understanding this campaign and 
the collaboration between ECPAT and The Body Shop.  
Recipient #3 finds that the campaign has a good message but as it is ‘just’ for beauty products 
she also finds it shallow and not as serious as she would like it to be (Audio: Iben – 03.39). 
Recipient #2 and #5 find the collaboration unsatisfactory (Audio: Anya – 05.46) and 
incomprehensible (Audio: Anonymous – 03.15), mainly due to the lack of connection 
between the product itself and the cause. 
Recipient #1 quickly identifies the red thread in the poster both between ECPAT and The 
Body Shop, and between the cause (protecting a child) and the product line (protecting 
yourself). However, she finds this way of raising funds ridiculous and wishes for a campaign 
poster with more focus on the actual cause than on what the donor can get out of it personally 
(Audio: Sara – 07.53).  
This indicates that there is a demand for a more serious tone in campaigns for social change. 
Additionally there is a need for a high level of connectivity between the product, the brand 
and the organisation behind the cause.  
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Comparative conclusion 
The overall motivation for reading the SMS poster was based on the photograph, which 
illustrated the theme, and the ‘END’ sign. These two elements caused curiosity with the 
recipients, as to what needed to be ended. Additionally the red colour in the sign caught the 
eye of the recipients and, in combination with the previously stated items, enticed them to 
decode the message of the poster.  
Comparatively, the motivation for reading the proceeds poster was based on a perceived 
happy feeling, caused by the colours blue and yellow/orange. Thus the first impression was 
milder. This combined with the promotion of the products, was what caught the eye of the 
recipients.  
As such, the SMS poster held more negative connotations such as sadness and exploitation, 
whereas the proceeds campaign held more positive connotations. However, the recipients felt 
that the negative connotations were more appropriate considering the cause in the posters.  
 
In general the SMS campaign took less time to decode than the proceeds campaign, mainly 
due to the illustrative photograph applied in the poster. Yet, this does not mean that the SMS 
campaign was decoded instantly. However, the nature of the photograph allowed the 
recipients to be presented with the gravity of the situation much easier and faster than with the 
proceeds campaign. Thus the proceeds campaign, being more mild and focused on promoting 
the product, took a longer time to decode. This could be due to the fact that this poster had 
two senders, why the recipient had to comprehend the link between the two in order to fully 
understand the message. 
Additionally, none of the recipients knew ECPAT beforehand, which undoubtedly influenced 
the perception of the posters. Where the SMS campaign more clearly illustrates ECPAT’s 
core values, the proceeds campaign is less clear and also influenced by the existing 
knowledge of The Body Shop. This will have influenced the decoding and initial perception 
of the proceeds campaign, seeing as ECPAT, as a lesser-known NGO, is collaborating with a 
fairly popular brand.  
 
Furthermore, the SMS campaign was viewed as a true representation of the cause, whereas 
the proceeds campaign was viewed as somewhat constructed. Mainly, there was a lack of 
understanding regarding the involvement of The Body Shop in the campaign, as the recipients 
failed to see the connection between the cause and the brand. Thus the collaboration seemed 
constructed, and the product was generally viewed as ill fitting with the cause.  
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While the SMS campaign was thought of as a campaign with a serious tone, the proceeds 
campaign was viewed as less so, arguably due to the fact that the proceeds campaign paled 
when compared to the SMS campaign. If the recipients were to have seen the two posters ‘in 
the real world’ they would not have seen them next to each other. Therefore the recipients 
would not have been able to compare the seriousness of the two. Thus it can be argued that 
the SMS campaign reduced the seriousness of the proceeds campaign in the recipients’ 
comparison. 
 
From the interviews we learned that especially the SMS campaign could be said to have a 
disadvantage when compared to the proceeds campaign, because of the way the SMS 
campaign encourages people to donate. There was a degree of uncertainty as to whether the 
money donated reached those in need, which was not present with the other form of donation. 
It could be argued that this uncertainty stems from the fact that none of the recipients knew of 
ECPAT beforehand, and thus did not necessarily trust the organisation. Additionally, all but 
one of the recipients would rather buy the product than donate via SMS, mainly in order to 
materially benefit from the donation. However, it could be argued that the aforementioned 
uncertainty might influence this preference.  
Thus, it can be said that even though the SMS campaign is easier to comprehend, there is a 
major hurdle in form of the negative position towards donating via SMS, which could cancel 
out the existing advantages of the campaign.   
 
The posters did not conflict with the overall political perceptions of the recipients and can 
thus be defined as hegemonic. Furthermore the cause was considered important, mostly 
because it involves exploitation of children whom, the recipients felt, cannot fend for 
themselves.  
One of the major implications of the proceeds campaign was the recipients’ perception of it 
not being serious enough, due to the products being the focal point instead of the actual cause. 
They all felt that a more serious tone was needed, e.g. in form of a more informative slogan 
instead of it being imperative. An informative slogan would have more thoroughly explained 
the cause and how to take action. This way the recipients become involved with the cause 
instead of just consuming a product. Furthermore the recipients seemed confused about the 
collaboration between the cause, the brand and the product, as they did not understand the 
link between such a serious matter and the simple act of buying a product. This indicates that 
a more serious tone might ease the recipients’ reservations about the proceeds campaign. 
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Perhaps a compromise between the two posters would make a strong campaign, where the 
serious tone and the cause were represented along with the more preferable way of donating.  
 
In summation the recipients were motivated to read the SMS poster as it thematically suited 
the cause featured in the posters. They also generally viewed the SMS poster as easy to 
comprehend, due to the photograph used in the poster, whereas the products in the proceeds 
campaign altered the focus and thus the comprehension. The recipients had difficulty 
understanding the connection between the senders, the theme and the product in the proceeds 
campaign, which caused them to be hesitant towards it. Despite being hesitant, the general 
preferred method of donating was through proceeds. Even so, the recipients still felt a need 
for a more serious tone in this sort of social change campaign, which is arguably a result of 
the seriousness of the SMS poster affecting the proceeds campaign. Additionally the SMS 
campaign poses a weakness in form of an uncertainty as to where the money ends up. This 
combined with a personal gain when buying the product line has led to most of the recipients 
choosing to buy the product, rather than sending the SMS. 
 
Conclusively, the recipients perceived the SMS campaign to be the most persuasive, but 
would rather buy the product from the proceeds campaign. This indicates that using a product 
line in a social change campaign could be effective. However, the presentation of the product 
must hold a strong relation to the cause in order to be effective.  
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Discussion of method and theory: 
The semi-structured qualitative interview 
Using the semi-structured qualitative interview has had different consequences for our 
analysis of how a target group’s reception differ when presented with two different social 
change campaigns. As described in the methodology section of this project, the semi-
structured qualitative interview was chosen as it allows us to ask any questions that could 
arise through the interplay in the interview session. However this fact also poses a source of 
error, as this form of interview equals different questions in each of the interviews, seeing as 
“[...] the interviewer’s [...] following up on the answers co-determines the course of the 
conversation” (Kvale & Brinkmann 2009:192). This possible source of error is worth 
mentioning, but is not critical to our analysis, as we have constructed an interview guide 
(Appendix C) and an interview framework (Appendix D) in order to ensure that the basic 
questions are the same in each of the interviews. This way the semi-structured interview 
serves the purpose of allowing the recipient to elaborate on their life-worlds to the necessary 
degree. 
This factor also serves as an argument as to why the semi-structured qualitative interview was 
chosen rather than the method of the quantitative interview (i.e. a survey). A quantitative 
survey could have supported some of our claims with statistics. But as we wanted to make an 
in-depth analysis of the recipients’ receptions of the two campaigns, we needed the possibility 
to ask additional questions, which the semi-structured qualitative interview granted us.  
As mentioned, a quantitative survey could have supported some of our claims. The 
combination of the quantitative and the qualitative method (called Q method) could have 
helped us establish a link between the personal views of the recipients and the discourse of 
groups they take part in. However the Q method remained unknown to us until the point in 
our project process where it was too late for us to start using this method.  
 
The six communicative functions 
In order to attain a theoretical understanding of the content in our posters before conducting 
the interviews, we have applied Jakobsen’s communication model as interpreted by Juel. This 
is in order to have a deeper understanding of why and how our recipients perceive different 
elements in the posters - e.g. why parts of our posters stands out.  
 
 37 
The multidimensional model 
Schrøder’s multidimensional model has been a helpful analytical tool for processing our 
empirical data. However, seeing as it is a heuristic and flexible model, not all of the four 
reading elements and two implication elements have been equally relevant and applicable on 
all of the interviews. We have left out the implementation element of the implications 
altogether, seeing as this is where the model’s heuristic and flexible nature comes to show and 
thus does not fit our empirical data. 
Furthermore, not all of the recipients have revealed their motivation for decoding the two 
posters. This could be ascribed to the situational factor of the interview. When presented with 
(and thus forced to decode) the posters, the motivation could be argued to lie in the fact, that 
in order to answer our questions and participate in the interview, the recipient had to read the 
poster and try to decode the message.  
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Appendixes 
Appendix A: SMS campaign poster
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Appendix B: Proceeds campaign poster  
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Appendix C: Interview guide  
Interviewguide  
As explained in the ‘target group selection’ section of our study the four women who 
constitutes our recipients were screened for participation in our study by them being between 
the ages 20 to 30, being female and by the fact that they have all, formerly or currently, 
donated to charity (Target group selection). 
Drawing further on sections prior in the study, the interviews will be semistructured, which 
gives us the possibility of asking elaborated questions which might arise during the 
interviews. 
 
We have chosen to record the interviews both in audio and visual, so that we afterwards will 
be able to analyze both the recipients’ statements, but also analyze their tone of voice, pauses 
when talking, body language, facial expressions, gestures etc. 
 
We will start the interview by asking the following general/personal questions: 
 
1. What is your full name? 
2. How old are you? 
3. Where do you live? 
4. What is your social status? 
5. Do you have children? 
6. What is your level of education? 
- Are you a student presently? 
7. Do you have a job? (Also if student) - and what is your job? 
 
After asking the recipient’s full name, but before asking the next question, we will make sure 
that she understands and accepts being interviewed. There is a fine balance between giving 
enough information so the recipient can give her informed consent, but without giving away 
too much as it will not be beneficial to our study, if the recipient is too well informed about 
the scope of the study, namely the two different social campaigns. If the recipient knows of 
the campaigns, we will not be able to get her unspoiled first reaction to them during the 
interview. 
 
The recipient and the interviewer will be sitting opposite of each other with a table between 
them. If the interview was standing during the interview, while the recipient would sit on a 
chair, we could run the risk of the recipient not feeling comfortable, as it could seem like the 
interview was hovering and feeling intimidating.  
 
Framework: 
 
(We will be sitting down, facing the recipient, perhaps the person in charge of AV slightly off 
to the side.) 
 
Introduction (before camera is turned on and the interview begins):  
• Present ourselves by name 
• Explain that one will be conducting the interview and the other will be in charge of 
camera and sound. 
 
Turn on camera and sound 
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Interview: 
• Start by asking for consent to use in our project + whether the recipient wishes to be 
anonymous.  
 
• Ask the following questions: 
o What is your full name? 
o How old are you? 
o Where do you live? 
o What is your social status? (married, in a relationship, single?) 
o Do you have children? 
o What is your level of education? (Student presently?) 
o Do you have a job? Which? (also with students) 
 
• Start by showing the posters for about 5-10 sec? 
o Show both posters at the same time, we might change the order of the posters, 
to rule out the order as a reason for noticeability.  
o Remove posters after 5-10 seconds - then ask questions: 
§ What color stood out to you the most? 
§ Did you recognize any logos? Which? 
§ What is your overall impression? 
§ Open discussion about posters 
 
• Show posters again, this time keep them on the table for a longer in-depth 
conversation. 
o Show both posters at the same time, we might change the order of the posters, 
to rule out the order as a reason for noticeability.  
o Questions: 
§ When you look at the poster again, is there anything new that stands 
out to you? 
§ Have you heard of ECPAT before? Do you know what they do? 
• (If no, explain) : does this change your perception of any of the 
posters? 
§ How do you feel about the collaboration of ECPAT and TBS? Or this 
kind of collab in general? 
§ Would you rather donate 50 DKK by texting, or buy a product which 
donates the proceeds to charity? 
§ Which poster catches your attention more? 
§ Which campaign/poster do you prefer? 
§ (If any other questions surface during the interview) 
 
• Thank them for participating 
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Appendix D: Interview framework  
Preparation 
Recipient:  Date: 
Poster order  
 
 
 
 
 
 
Interview 
Start by asking for consent to use in our project + whether the recipient 
wishes to be anonymous.  
 
Questions Answers Time 
What is your 
full name? 
  
How old are 
you? 
 
  
Where do you 
live? 
 
  
What is your 
social status?  
(married, in a relationship, single?) 
 
 
 
Do you have 
children? 
 
  
What is your 
level of 
education?  
 
  
Do you have a   
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job? Which?  
 
Show posters for 5-10 sec 
Questions Answers Time 
What color 
stood out to you 
the most? 
 
  
Did you 
recognize any 
logos? Which? 
 
  
What is your 
overall 
impression? 
 
  
Open discussion 
about posters 
 
 
 
 
 
  
Show posters again, this time keep them on the table for a longer in-depth 
conversation. 
Questions Answers Time 
When you look 
at the poster 
again, is there 
anything new 
that stands out 
to you? 
 
  
Have you heard   
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of ECPAT 
before? Do you 
know what they 
do? 
 
(If no, explain) : 
does this change 
your perception 
of any of the 
posters? 
 
  
How do you 
feel about the 
collaboration of 
ECPAT and 
TBS? Or this 
kind of collab in 
general? 
 
  
Would you 
rather donate 50 
DKK by 
texting, or buy a 
product which 
donates the 
proceeds to 
charity? 
 
 
  
Which poster 
catches your 
attention more? 
 
  
Which   
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campaign/poster 
do you prefer? 
 
(If any other 
questions 
surface during 
the interview) 
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Appendix E: Juel’s communication model  
 
 
 
 
 
 
Appendix F: Schrøder’s multidimensional model  
 
 
